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ABSTRAK 
 
Encep Bahaudin (1504149), “Pengaruh Religiosity terhadap Sikap dan 
Implikasinya pada Purchase Intention Islamic Financial Technology Jenis Peer to 
Peer Lending Syariah (Survei terhadap Anggota Forum Silaturahim Studi 
Ekonomi Islam)”. Di bawah bimbingan Drs. Bambang Widjajanta, M.M., dan 
Lisnawati, S.Pd., M.M., . 
 
Penelitian ini bertujuan untuk mengetahui gambaran religiosity, sikap dan purchase 
intention pada peer to peer lending syariah. Desain penelitian ini adalah cross 
sectional dengan menggunakan pendekatan eksplanatif melalui metode explanatory 
survei. Unit analisis dalam penelitian ini adalah anggota FoSSEI sebanyak 176 
responden. Sebuah angket digunakan sebagai instrumen penelitian untuk 
mengumpulkan data dari responden. Teknik analisis yang digunakan adalah teknik 
eksplanatif dengan menggunakan distribusi frekuensi dan PLS-SEM. Berdasarkan 
hasil penelitian menggunakan PLS-SEM didapatkan hasil bahwa hubungan pengaruh 
antara religiosity, sikap, dan purchase intention pada layanan peer to peer lending 
syariah berpengaruh secara signinifikan. Hasil temuan menunjukan pengaruh 
religiosity terhadap sikap anggota FoSSEI  yang signifikan pada peer to peer lending 
syariah serta memiliki nilai prediktif mendekati medium. Pengaruh secara langsung 
dan tidak langsung religiosity pada purchase intention signifikan namun memiliki nilai 
prediktif yang lemah. Pengaruh sikap terhadap purchase intention anggota FoSSEI 
pada peer to peer lending syariah signifikan dan memiliki nilai prediktif yang besar. 
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ABSTRACT 
 
Encep Bahaudin (1504149), “The Effect of Religiosity on Attitudes and Its Implications 
on the Purchase Intention of Islamic Financial Technology Types of Peer to Peer 
Lending Sharia (Case Study: Members of Forum Silaturahim Studi Ekonomi Islam) 
". Guidence of  Drs. Bambang Widjajanta, M.M., and Lisnawati, S.Pd., M.M., . 
 
This study aims to religiosity, attitude and purchase intention in peer to peer lending 
syariah. The design of this study was cross sectional using an explanatory approach 
through an explanatory survey method. The unit of analysis in this study was 176 members 
of FoSSEI. A questionnaire was used as a research instrument to collect data from 
respondents. The analysis technique used is an explanatory technique using frequency 
distribution and PLS-SEM. Based on the results of research using PLS-SEM, the results 
show that the relationship between the influence of religiosity, attitudes, and purchase 
intentions on sharia peer to peer lending services has a significant effect. The findings 
show the effect of religiosity on FoSSEI members' attitudes that are significant in sharia 
peer to peer lending and have a predictive value approaching the medium. The direct and 
indirect effect of religiosity on purchase intention is significant but has a weak predictive 
value. The influence of attitude towards the purchase intention of FoSSEI members on 
sharia peer to peer lending is significant and has a large predictive value. 
 




Encep Bahaudin, 2020 
PENGARUH RELIGIOSITY TERHADAP SIKAP DAN IMPLIKASINYA PADA PURCHASE INTENTION ISLAMIC 
FINANCIAL TECHNOLOGY JENIS PEER TO PEER LENDING SYARIAH (SURVEI TERHADAP ANGGOTA FORUM 
SILATURAHIM STUDI EKONOMI ISLAM) 
Universitas Pendidikan Indonesia | repository.upi.edu | perpustakaan.upi.edu 
DAFTAR ISI 
 
ABSTRAK .................................................................................................................... i 
ABSTRACT ................................................................................................................. ii 
KATA PENGANTAR ................................................................................................ iii 
DAFTAR ISI ............................................................................................................. viii 
DAFTAR GAMBAR ................................................................................................... x 
DAFTAR TABEL ...................................................................................................... xii 
DAFTAR LAMPIRAN ............................................................................................. xiii 
BAB I  PENDAHULUAN ........................................................................................... 1 
1.1 Latar Belakang Penelitian ...................................................................................... 1 
1.2 Identifikasi Masalah ............................................................................................. 11 
1.3 Rumusan Masalah ................................................................................................ 13 
1.4 Tujuan Penelitian ................................................................................................. 13 
1.5 Kegunaan Penelitian ............................................................................................ 14 
BAB II KAJIAN PUSTAKA, KERANGKA PEMIKIRAN DAN HIPOTESIS ...... 15 
2.1 Kajian Pustaka ..................................................................................................... 15 
2.1.1 Konsep Purchase Intention ............................................................................... 15 
2.1.2 Konsep Sikap .................................................................................................... 21 
2.1.3 Konsep Religiosity ............................................................................................ 26 
2.2 Penelitian Terdahulu ............................................................................................ 33 
2.3 Kerangka Pemikiran............................................................................................. 34 
2.4 Hipotesis .............................................................................................................. 41 
BAB III OBJEK DAN METODOLOGI PENELITIAN ........................................... 42 
3.1 Objek Penelitian ................................................................................................... 42 
3.2 Metode Penelitian ................................................................................................ 42 
3.2.1 Jenis Penelitian dan Metode yang Digunakan .................................................. 42 
3.2.2 Operasionalisasi Variabel ................................................................................. 43 
3.2.3 Jenis dan Sumber Data ...................................................................................... 46 
3.2.4 Populasi dan Sampel Penelitian ........................................................................ 47 
3.2.5 Teknik Pengumpulan Data ................................................................................ 48 
3.2.6 Rancangan Pengujian Validitas dan Reliabilitas Instrumen ............................. 49 
3.2.7.Hasil Pengujian Validitas dan Reliabilitas Instrumen ...................................... 52 
3.2.8.Rancangan Analisis Data .................................................................................. 54 
BAB IV HASIL PENELITIAN DAN PEMBAHASAN ........................................... 65 
4.1. Gambaran Umum Peer to Peer Lending Syariah di Indonesia ........................... 65 
4.1.1. Sejarah Peer to Peer Lending Syariah di Indonesia ......................................... 65 
4.1.2. Perusahaan Penyelenggara Layanan Peer to Peer Lending Syariah di  
          Indonesia .......................................................................................................... 67 
4.2. Karakteristik Responden ..................................................................................... 69 
4.2.1. Profil Responden Berdasarkan Jenis Kelamin dan Usia .................................. 69 
4.2.2. Profil Responden Berdasarkan Penghasilan atau Uang Saku dengan  
          Pekerjaan .......................................................................................................... 70 
4.2.3. Profil Responden Berdasarkan Asal Regional dan Lama Bergabung Menjadi   
          Anggota FoSSEI .............................................................................................. 71 
 
 
Encep Bahaudin, 2020 
PENGARUH RELIGIOSITY TERHADAP SIKAP DAN IMPLIKASINYA PADA PURCHASE INTENTION ISLAMIC 
FINANCIAL TECHNOLOGY JENIS PEER TO PEER LENDING SYARIAH (SURVEI TERHADAP ANGGOTA FORUM 
SILATURAHIM STUDI EKONOMI ISLAM) 
Universitas Pendidikan Indonesia | repository.upi.edu | perpustakaan.upi.edu 
4.2.4. Tanggapan Responden terhadap Sumber Informasi dan Pengetahuan  terhadap            
          Beberapa Brand Fintech Peer to Peer Lending Syariah ................................... 72 
4.3. Tanggapan Religiosity  Pada Responden Anggota FoSSEI ............................... 74 
4.3.1. Dimensi Belief ................................................................................................. 74 
4.3.2. Dimensi Practice .............................................................................................. 75 
4.3.3. Dimensi Knowledge......................................................................................... 77 
4.3.4. Dimensi Experience ......................................................................................... 79 
4.3.5. Dimensi Consequence ...................................................................................... 80 
4.3.6. Rekapitulasi Dimensi Religiosity .................................................................... 81 
4.4. Tanggapan Sikap Pada Responden Anggota FoSSEI ......................................... 83 
4.5. Tanggapan Purchase Intention Pada Responden Anggota FoSSEI .................... 86 
4.6. Analisis Data Verifikatif Menggunakan Structural Equation Modeling-Partial 
       Least Square (SEM-PLS) .................................................................................... 88 
4.6.1. Pengujian Model Pengukuran Refleksif (Outer Model) .................................. 89 
4.6.2. Pengujian Model Struktural (Inner Model)...................................................... 94 
4.6.3. Pengujian Hipotesis (Resampling Bootstraping) ............................................. 97 
4.7. Pembahasan Hasil Penelitian .............................................................................. 99 
4.7.1. Pembahasan Religiosity ................................................................................... 99 
4.7.2. Pembahasan Sikap ......................................................................................... 101 
4.7.3. Pembahasan Purcase Intention ....................................................................... 102 
4.7.4. Pengaruh Religiosity terhadap Sikap ............................................................. 103 
4.7.5. Pengaruh Sikap terhadap Purchase Intention ................................................. 104 
4.7.6. Pengaruh Religiosity terhadap Purchase Intention ........................................ 104 
4.8. Implikasi Penelitian .......................................................................................... 105 
4.8.1. Temuan Penelitian Bersifat Teoritis .............................................................. 105 
4.8.2. Temuan Penelitian Bersifat Empiris .............................................................. 109 
4.8.3. Implikasi Hasil Peneltian terhadap Program Studi Pendidikan Bisnis .......... 110 
BAB V KESIMPULAN DAN REKOMENDASI ................................................... 113 
5.1. Simpulan ........................................................................................................... 113 
5.2. Rekomendasi ..................................................................................................... 113 






Encep Bahaudin, 2020 
PENGARUH RELIGIOSITY TERHADAP SIKAP DAN IMPLIKASINYA PADA PURCHASE INTENTION ISLAMIC 
FINANCIAL TECHNOLOGY JENIS PEER TO PEER LENDING SYARIAH (SURVEI TERHADAP ANGGOTA FORUM 
SILATURAHIM STUDI EKONOMI ISLAM) 
Universitas Pendidikan Indonesia | repository.upi.edu | perpustakaan.upi.edu 
DAFTAR PUSTAKA 
 
Abd Rahman, A., Asrarhaghighi, E., & Ab Rahman, S. (2015a). Consumers and halal 
cosmetic products: Knowledge, religiosity, attitude and intention. Journal of Islamic 
Marketing, 6(1), 148–163. https://doi.org/10.1108/JIMA-09-2013-0068 
Abd Rahman, A., Asrarhaghighi, E., & Ab Rahman, S. (2015b). Consumers and halal 
cosmetic products: Knowledge, religiosity, attitude and intention. Journal of Islamic 
Marketing, 6(1), 148–163. https://doi.org/10.1108/JIMA-09-2013-0068 
Abdullah, W., & Hartono, J. (2015). Partial least Square (PLS) alternatif struktural 
equationing modeling dalam penelitian bisnis. (D. Prabanti, Ed.) (Vol. 19). 
Yogjakarta: Andi. 
Abu Daabes, A. (2018). Islamic marketing paradoxes: a way to understand it again …. 
Journal of Islamic Marketing, 9(2), 329–337. https://doi.org/10.1108/JIMA-12-2016-
0106 
Adi, P. H., & Adawiyah, W. R. (2018). The impact of religiosity , environmental marketing 
orientation and practices on performance A case of Muslim entrepreneurs in 
Indonesia. https://doi.org/10.1108/JIMA-09-2016-0067 
AFSI. (2019). Asosiasi Fintech Syariah Indonesia - AFSI - Bersama Mengakselerasi 
Ekonomi syariah Melalui Inovasi Finansial Teknologi. Diambil 31 Desember 2019, 
dari https://fintechsyariah.id/id/members/page/1?q=&cat=&sort= 
Akbari, M., Gholizadeh, M. H., & Zomorrodi, M. (2018). Islamic symbols in food 
packaging and purchase intention of Muslim consumers. Journal of Islamic 
Marketing, 9(1), 117–131. https://doi.org/10.1108/JIMA-11-2014-0076 
Al-Hyari, K., Alnsour, M., Al-Weshah, G., & Haffar, M. (2012). Religious beliefs and 
consumer behaviour: From loyalty to boycotts. Journal of Islamic Marketing, 3(2), 
155–174. https://doi.org/10.1108/17590831211232564 
Ali, F. (2016). Hotel website quality, perceived flow, customer satisfaction and purchase 
intention. Journal of Hospitality and Tourism Technology, 7(2), 213–228. 
https://doi.org/10.1108/JHTT-02-2016-0010 
Aluri, A., Slevitch, L., & Larzelere, R. (2016). The Influence of Embedded Social Media 
Channels on Travelers’ Gratifications, Satisfaction, and Purchase Intentions. Cornell 
Hospitality Quarterly, 57(3), 250–267. https://doi.org/10.1177/1938965515615685 
Arifin, Z. (2011). Penelitian Pendidikan: Metode dan Paradigma Baru. Bandung: PT 
Remaja Rosda Karya. 
Azam, A. (2016). An empirical study on non-Muslim’s packaged halal food manufacturers: 
 
 
Encep Bahaudin, 2020 
PENGARUH RELIGIOSITY TERHADAP SIKAP DAN IMPLIKASINYA PADA PURCHASE INTENTION ISLAMIC 
FINANCIAL TECHNOLOGY JENIS PEER TO PEER LENDING SYARIAH (SURVEI TERHADAP ANGGOTA FORUM 
SILATURAHIM STUDI EKONOMI ISLAM) 
Universitas Pendidikan Indonesia | repository.upi.edu | perpustakaan.upi.edu 
Saudi Arabian consumers’ purchase intention. Journal of Islamic Marketing, 7(4), 
441–460. https://doi.org/10.1108/JIMA-12-2014-0084 
Balakrishnan, J., & Griffiths, M. D. (2018). Loyalty towards online games, gaming 
addiction, and purchase intention towards online mobile in-game features. Computers 
in Human Behavior, 87, 238–246. https://doi.org/10.1016/j.chb.2018.06.002 
Beck, N., & Rygl, D. (2015). Categorization of multiple channel retailing in Multi-, Cross-
, and Omni-Channel Retailing for retailers and retailing. Journal of Retailing and 
Consumer Services, 27, 170–178. https://doi.org/10.1016/j.jretconser.2015.08.001 
Bhatia, V. (2018). Examining consumers’ attitude towards purchase of counterfeit fashion 
products. Journal of Indian Business Research, 10(2), 193–207. 
https://doi.org/10.1108/JIBR-10-2017-0177 
Bodkin, C. D., Peters, C., & Thomas, J. (2016). The impact of employee work perceptions 
on purchase intentions from a company store. Journal of Product and Brand 
Management, 25(5), 479–489. https://doi.org/10.1108/JPBM-09-2015-0998 
Butt, M. M., de-Run, E. C., U-Din, A., & Mutum, D. (2018). Religious symbolism in 
Islamic financial service advertisements. Journal of Islamic Marketing, 9(2), 384–
401. https://doi.org/10.1108/JIMA-03-2017-0034 
Capgemini, LinkedIn, & Efma. (2017). World FinTech Report 2017, 48. Diambil dari 
https://www.capgemini.com/wp-
content/uploads/2017/09/world_fintech_report_2017.pdf 
Casaló, L. V., Flavián, C., Guinalíu, M., & Ekinci, Y. (2015). Do online hotel rating 
schemes influence booking behaviors? International Journal of Hospitality 
Management, 49, 28–36. https://doi.org/10.1016/j.ijhm.2015.05.005 
Chaouali, W., Ben Yahia, I., & Souiden, N. (2016). The interplay of counter-conformity 
motivation, social influence, and trust in customers’ intention to adopt Internet 
banking services: The case of an emerging country. Journal of Retailing and 
Consumer Services, 28, 209–218. https://doi.org/10.1016/j.jretconser.2015.10.007 
CNN Indonesia. (2018). 3,9 Miliar Orang di Dunia Telah Terhubung Internet. Diambil 25 
April 2019, dari https://www.cnnindonesia.com/teknologi/20181210094556-192-
352374/39-miliar-orang-di-dunia-telah-terhubung-internet 
DailySocial. (2018). DailySocial_Fintech_Report_2018.pdf. 
Dalle, J. (2018). Fintech dalam Sorotan. Diambil 31 Januari 2019, dari 
https://news.detik.com/kolom/4322878/fintech-dalam-sorotan 
Dama, D. (2016). Analisis Faktor-Faktor Yang Mempengaruhi Minat Beli Konsumen 
Dalam Memilih Laptop Acer Di Toko Lestari Komputer Manado Analysis of Factors 
 
 
Encep Bahaudin, 2020 
PENGARUH RELIGIOSITY TERHADAP SIKAP DAN IMPLIKASINYA PADA PURCHASE INTENTION ISLAMIC 
FINANCIAL TECHNOLOGY JENIS PEER TO PEER LENDING SYARIAH (SURVEI TERHADAP ANGGOTA FORUM 
SILATURAHIM STUDI EKONOMI ISLAM) 
Universitas Pendidikan Indonesia | repository.upi.edu | perpustakaan.upi.edu 
Affecting Interest Buy Consumers in Selecting Acer in Lestari Store Manado. Jurnal 
Berkala Ilmiah Efisiensi, 16(01), 503–514. 
https://doi.org/10.1177/019251399020001002 
databoks.katadata.co.id. (2018). Jumlah Peminjam Fintech P2P Lending Mencapai 2,8 Juta 
Akun | Databoks. Diambil 4 Februari 2019, dari 
https://databoks.katadata.co.id/datapublish/2019/02/04/jumlah-peminjam-fintech-
p2p-lending-mencapai-28-juta-akun 
Dekhil, F., Boulebech, H., & Bouslama, N. (2017). Effect of religiosity on luxury consumer 
behavior: the case of the Tunisian Muslim. Journal of Islamic Marketing, 8(1), 74–
94. https://doi.org/10.1108/JIMA-09-2012-0051 
Dekhil, F., Jridi, H., & Farhat, H. (2017). Effect of religiosity on the decision to participate 
in a boycott: The moderating effect of brand loyalty – the case of Coca-Cola. Journal 
of Islamic Marketing, 8(2), 309–328. https://doi.org/10.1108/JIMA-01-2013-0008 
DinarStandard. (2018). Islamic Fintech Report 2018: Current Landscape & Path Forward. 
Diambil dari https://www.dinarstandard.com/wp-content/uploads/2018/12/Islamic-
Fintech-Report-2018.pdf 
Duffett, R. G. (2017). Influence of social media marketing communications on young 
consumers’ attitudes. Young Consumers, 18(1), 19–39. https://doi.org/10.1108/YC-
07-2016-00622 
Elseidi, R. I. (2018). Determinants of halal purchasing intentions: evidences from UK. 
Journal of Islamic Marketing, 9(1), 167–190. https://doi.org/10.1108/JIMA-02-2016-
0013 
Finance House. (2012). The Sharia-Conscious Consumer Driving Demand. 
Finansialku.com. (2016). Apa itu Inklusif Keuangan dan Literasi Keuangan ? Diambil 28 
April 2019, dari https://www.finansialku.com/apa-itu-inklusif-keuangan-dan-literasi-
keuangan/ 
Foong, S.-Y., & Khoo, C.-H. (2015). Attitude, learning environment and current 
knowledge enhancement of accounting students in Malaysia. Journal of Accounting 
in Emerging Economies, 5(2), 202–221. https://doi.org/10.1108/jaee-07-2012-0030 
Garg, P., & Joshi, R. (2018). Purchase intention of “Halal” brands in India: the mediating 
effect of attitude. Journal of Islamic Marketing, 9(3), 683–694. 
https://doi.org/10.1108/JIMA-11-2017-0125 
Ha, H. Y., Akamavi, R. K., Kitchen, P. J., & Janda, S. (2014). Exploring key antecedents 




Encep Bahaudin, 2020 
PENGARUH RELIGIOSITY TERHADAP SIKAP DAN IMPLIKASINYA PADA PURCHASE INTENTION ISLAMIC 
FINANCIAL TECHNOLOGY JENIS PEER TO PEER LENDING SYARIAH (SURVEI TERHADAP ANGGOTA FORUM 
SILATURAHIM STUDI EKONOMI ISLAM) 
Universitas Pendidikan Indonesia | repository.upi.edu | perpustakaan.upi.edu 
Hadad, M. D. (2017). Financial Technology ( FinTech ) di Indonesia. Kuliah Umum 
tentang FinTech-IBS, 1–17. 
https://doi.org/http://dx.doi.org/10.1016/j.jmir.2014.03.053 
Hamzah, A. C. (2019). Fintech di Indonesia: Perlu Adanya Perlindungan Masyarakat | 
Good News from Indonesia. Diambil 10 Maret 2019, dari 
https://www.goodnewsfromindonesia.id/2019/02/18/financial-technology-di-
indonesia-perlu-adanya-perlindungan-masyarakat 
Han, H., & Hyun, S. S. (2015). Customer retention in the medical tourism industry: Impact 
of quality, satisfaction, trust, and price reasonableness. Tourism Management, 46, 20–
29. https://doi.org/10.1016/j.tourman.2014.06.003 
Hana, O. D. (2018). Gandeng Pelaku Jasa Keuangan, OJK Gelar Fintech Days 2018 di 
Batam. Diambil 31 Januari 2019, dari 
https://finansial.bisnis.com/read/20180913/55/838030/gandeng-pelaku-jasa-
keuangan-ojk-gelar-fintech-days-2018-di-batam 
Harini, F., Fau, T. N., & Setiawati, H. (2018). Fintech, Antara Inklusi, Literasi dan 
Tudingan Bunga Tinggi - Validnews.co. Diambil 31 Januari 2019, dari 
https://www.validnews.id/Fintech--Antara-Inklusi--Literasi-dan-Tudingan-Bunga-
Tinggi-swR 
Haryono, & Siswoyo. (2017). Konsep Dasar dan Prosedur SEM. In Metode SEM Untuk 
Peelitian Manajemen Dengan AMOS, Lisrel dan PLS (hal. 22–62). 
Hassan, S. H. (2014). The role of Islamic values on green purchase intention. Journal of 
Islamic Marketing, 5(3), 379–395. https://doi.org/10.1108/JIMA-11-2013-0080 
Herdiansyah, I., & Fatahilah, F. (2018). “ Muslim Zaman Now .” 
Hermawan, A. (2006). Penelitian Bisnis: Paradigma Kuantitatif. Jakarta: Grasindo. 
Hutabarat, D. (2019). Di Ajang WEF, Menkominfo Tegaskan Komitmen RI Kembangkan 
Industri Digital. Diambil 31 Januari 2019, dari 
https://www.kominfo.go.id/content/detail/16050/di-ajang-wef-menkominfo-
tegaskan-komitmen-ri-kembangkan-industri-digital/0/sorotan_media 
Ilter, B., Bayraktaroglu, G., & Ipek, I. (2017). Impact of Islamic religiosity on materialistic 
values in Turkey. Journal of Islamic Marketing, 8(4), 533–557. 
https://doi.org/10.1108/JIMA-12-2015-0092 
Ismalaili Ismail, Fauziah Mohd Safar, Nur Afni Ayob, & Niz Azlina Nik Abdullah. (2016). 
Halal Principles and Halal Purchase Intention Among Muslim Consumers. Springer, 
(November), 596–603. https://doi.org/10.1007/978-981-10-7257-4_12 
Jamal Abdul Nassir, S., & Nur Shahira, M. A. (2009). 
 
 
Encep Bahaudin, 2020 
PENGARUH RELIGIOSITY TERHADAP SIKAP DAN IMPLIKASINYA PADA PURCHASE INTENTION ISLAMIC 
FINANCIAL TECHNOLOGY JENIS PEER TO PEER LENDING SYARIAH (SURVEI TERHADAP ANGGOTA FORUM 
SILATURAHIM STUDI EKONOMI ISLAM) 
Universitas Pendidikan Indonesia | repository.upi.edu | perpustakaan.upi.edu 
Pages_from_Dimension_of_Halal_Purchase.pdf. 
Kaakeh, A., Hassan, M. K., & Van Hemmen Almazor, S. F. (2019). Factors affecting 
customers’ attitude towards Islamic banking in UAE. International Journal of 
Emerging Markets. https://doi.org/10.1108/IJOEM-11-2017-0502 
Khan, M. M., Asad, H., & Mehboob, I. (2017). Investigating the consumer behavior for 
halal endorsed products: Case of an emerging Muslim market. Journal of Islamic 
Marketing, 8(4), 625–641. https://doi.org/10.1108/JIMA-09-2015-0068 
Khan, M. N., & Kirmani, M. D. (2018). Role of religiosity in purchase of green products 
by Muslim students Empirical evidences from India. Journal of Islamic Marketing, 9. 
https://doi.org/10.1108/JIMA-04-2017-0036 
Konuk, F. A. (2018). Antecedents of pregnant women’s purchase intentions and 
willingness to pay a premium for organic food. British Food Journal, 120(7), 1561–
1573. https://doi.org/10.1108/BFJ-11-2017-0631 
Kotler, P., Armstrong, G., & Opresnik, M. O. (2018). Principles of Marketing 17e Global 
Edition (17th ed.). England: Pearson Education Limited. 
Kotler, P., & Keller, K. L. (2016). Marketing Management. Global Edition (Vol. 15E). 
Global Edition (Vol. 15E). https://doi.org/10.1080/08911760903022556 
Lien, C. H., Wen, M. J., Huang, L. C., & Wu, K. L. (2015). Online hotel booking: The 
effects of brand image, price, trust and value on purchase intentions. Asia Pacific 
Management Review, 20(4), 210–218. https://doi.org/10.1016/j.apmrv.2015.03.005 
Maholtra, K. N. (2010). Marketing Reseach: An Applied Orientation Sixth Ed Pearson 
Education (Sixth edit). Pearson Education. 
Malhotra, N. K. (2015). ssentials of arketing Research (Global Edi). England: Pearson 
Education Limited. 
Martins, J., Costa, C., Oliveira, T., Gonçalves, R., & Branco, F. (2019). How smartphone 
advertising influences consumers’ purchase intention. Journal of Business Research, 
94(December 2017), 378–387. https://doi.org/10.1016/j.jbusres.2017.12.047 
Mehrullah, J., & Khan, R. (2018). THE IMPACT OF CONSUMER INTERACTION ON 
SOCIAL MEDIA ON BRAND AWARENESS AND PURCHASE I NTENTION! 
CASE STUDY OF SAMSUNG” Mehrullah Jamali Rohail Khan. Journal of 
Marketing and Logistics, 1(August), 114–129. 
Mukhtar, A., & Butt, M. M. (2012). Intention to choose Halal products: The role of 




Encep Bahaudin, 2020 
PENGARUH RELIGIOSITY TERHADAP SIKAP DAN IMPLIKASINYA PADA PURCHASE INTENTION ISLAMIC 
FINANCIAL TECHNOLOGY JENIS PEER TO PEER LENDING SYARIAH (SURVEI TERHADAP ANGGOTA FORUM 
SILATURAHIM STUDI EKONOMI ISLAM) 
Universitas Pendidikan Indonesia | repository.upi.edu | perpustakaan.upi.edu 
Muslim Pro. (2019). Top 10 Populasi Umat Muslim Terbesar di Dunia. Diambil 13 
Februari 2019, dari https://support.muslimpro.com/hc/id/articles/115002006087-
Top-10-Populasi-Umat-Muslim-Terbesar-di-Dunia 
Nurmayanti. (2019). Di Ajang WEF, Menkominfo Tegaskan Komitmen RI Kembangkan 
Industri Digital - Bisnis Liputan6.com. Diambil 10 Maret 2019, dari 
https://www.liputan6.com/bisnis/read/3879612/di-ajang-wef-menkominfo-tegaskan-
komitmen-ri-kembangkan-industri-digital 




OJK. (2016b). Survei Nasional Literasi Dan Inklusi Keuangan 2016. Jakarta. Diambil dari 
www.ojk.go.id 
okezone.com. (2018). Beri Kontribusi Besar tapi Market Share Keuangan Syariah Masih 
8,47% : Okezone Economy. Diambil 15 Februari 2019, dari 
https://economy.okezone.com/read/2018/09/03/278/1945217/beri-kontribusi-besar-
tapi-market-share-keuangan-syariah-masih-8-47 
Olya, H. G. T., & Altinay, L. (2016). Asymmetric modeling of intention to purchase 
tourism weather insurance and loyalty. Journal of Business Research, 69(8), 2791–
2800. https://doi.org/10.1016/j.jbusres.2015.11.015 
Othman, B., Md. Shaarani, S., & Bahron, A. (2017). The influence of knowledge, attitude 
and sensitivity to government policies in halal certification process on organizational 
performance. Journal of Islamic Marketing, 8(3), 393–408. 
https://doi.org/10.1108/JIMA-09-2015-0067 
Park, H. H., Jeon, J. O., & Sullivan, P. (2015). How does visual merchandising in fashion 
retail stores affect consumers’ brand attitude and purchase intention? International 
Review of Retail, Distribution and Consumer Research, 25(1), 87–104. 
https://doi.org/10.1080/09593969.2014.918048 
Penitasari, N. (2017). Pengaruh Harga dan Kualitas Produk Terhadap Minat Beli Abon 
Lele. Management Marketing, 10–24. https://doi.org/2301-7775 
Poushneh, A., & Vasquez-Parraga, A. Z. (2017). Discernible impact of augmented reality 
on retail customer’s experience, satisfaction and willingness to buy. Journal of 
Retailing and Consumer Services, 34(October 2016), 229–234. 
https://doi.org/10.1016/j.jretconser.2016.10.005 




Encep Bahaudin, 2020 
PENGARUH RELIGIOSITY TERHADAP SIKAP DAN IMPLIKASINYA PADA PURCHASE INTENTION ISLAMIC 
FINANCIAL TECHNOLOGY JENIS PEER TO PEER LENDING SYARIAH (SURVEI TERHADAP ANGGOTA FORUM 
SILATURAHIM STUDI EKONOMI ISLAM) 
Universitas Pendidikan Indonesia | repository.upi.edu | perpustakaan.upi.edu 
Qazwa. (2019). Apa Itu P2P Syariah ? Pengertian, Sejarah dan Fatwa MUI. Diambil 31 
Desember 2019, dari https://qazwa.id/blog/apa-itu-p2p-syariah/ 
Rahman, I., & Reynolds, D. (2016). International Journal of Hospitality Management 
Predicting green hotel behavioral intentions using a theory of environmental 
commitment and sacrifice for the environment. International Journal of Hospitality 
Management, 52(January), 107–116. https://doi.org/10.1016/j.ijhm.2015.09.007 
Ramanathan, U., Win, S., & Wien, A. (2018). A SERVQUAL approach to identifying the 
influences of service quality on leasing market segment in the German financial 
sector. Benchmarking, 25(6), 1935–1955. https://doi.org/10.1108/BIJ-12-2016-0194 
Republika. (2018). FoSSEI Tetapkan Presidium Nasional | Republika Online. Diambil 27 
Januari 2020, dari https://www.republika.co.id/berita/pendidikan/dunia-
kampus/18/09/23/pfhehg374-fossei-tetapkan-presidium-nasional 
Riptiono, S. (2018). Pengaruh Islamic Religiosity dan Norma Subyektif terhadap Niat Beli 
Trend Busana Muslim : An Extended of Theory of Reason Action. JURNAL 
EKONOMI DAN TEKNIK INFORMATIKA, 6(2), 1–8. 
Rizal, H., & Amin, H. (2017). Perceived ihsan, Islamic egalitarianism and Islamic 
religiosity towards charitable giving of cash waqf. Journal of Islamic Marketing, 8(4), 
669–685. https://doi.org/10.1108/JIMA-05-2015-0037 
Sariguna, P., & Kennedy, J. (2017). Literature Review : Tantangan terhadap Ancaman 
Disruptif dari Financial Technology dan Peran Pemerintah dalam Menyikapinya. 
Forum Keuangan Dan Bisnis Indonesia (Fkbi), 6(2), 171–182. 
Sarwono, J. (2012). MENGENAL PLS-SEM (hal. 3–15). 
Sekaran, U. (2003). Research Methods for Business: A Skill-Building Approach (4th ed.). 
England: John Wiley & Sons, Inc. https://doi.org/10.13140/RG.2.1.1419.3126 
Setiadi, N. J. (2015). PERILAKU KONSUMEN PERSPEKTIF KONTEMPORER PADA 
MOTIF, TUJUAN, DAN KEINGINAN KONSUMEN. Jakarta: PRENADAMEDIA 
GROUP. 
Setyobudi, W. T., Wiryono, S. K., Nasution, R. A., & Purwanegara, M. S. (2015). 
Exploring implicit and explicit attitude toward saving at Islamic bank. Journal of 
Islamic Marketing, 6(3), 314–330. https://doi.org/10.1108/JIMA-08-2014-0055 
Sharma, R. R., Newaz, F. T., & Fam, K. S. (2017). Muslim religiosity, generational cohorts 
and buying behaviour of Islamic financial products. Australian Journal of 
Management, 42(3), 482–501. https://doi.org/10.1177/0312896216659530 




Encep Bahaudin, 2020 
PENGARUH RELIGIOSITY TERHADAP SIKAP DAN IMPLIKASINYA PADA PURCHASE INTENTION ISLAMIC 
FINANCIAL TECHNOLOGY JENIS PEER TO PEER LENDING SYARIAH (SURVEI TERHADAP ANGGOTA FORUM 
SILATURAHIM STUDI EKONOMI ISLAM) 
Universitas Pendidikan Indonesia | repository.upi.edu | perpustakaan.upi.edu 
Sugiyono. (2002). Metode Penelitian Administrasi. Bandung: CV Alfabeta. 
Sugiyono. (2017). Metode Peneitian Kuantitatif, Kualitatif, dan Kombinasi (Mixed 
Methods). Bandung: Alfabeta. 
Supranto, J. (2010). Metode ramalan kuantitatif : untuk perencanaan ekonomi dan bisnis 
(Vol. 7). Jakarta. 
Teng, C. C., & Wang, Y. M. (2015). Decisional factors driving organic food consumption: 
Generation of consumer purchase intentions. British Food Journal, 117(3), 1066–
1081. https://doi.org/10.1108/BFJ-12-2013-0361 
Toledo, A. (2019). Purchase intention of ethnic textiles : the mediating role of the attitude 
of Mexican middle-class consumers, 64(3), 1–27. 
Usman, H., Tjiptoherijanto, P., Balqiah, T. E., & Agung, I. G. N. (2017). The role of 
religious norms, trust, importance of attributes and information sources in the 
relationship between religiosity and selection of the Islamic bank. Journal of Islamic 
Marketing, 8(2), 158–186. https://doi.org/10.1108/JIMA-01-2015-0004 
Wahyuni, S., & Fitriani, N. (2017). Brand religiosity aura and brand loyalty in Indonesia 
Islamic banking. Journal of Islamic Marketing, 8(3), 361–372. 
https://doi.org/10.1108/JIMA-06-2015-0044 
Wang, A., & Lin, C. (2011). Effects of content class with endorsement and information 
relevancy on purchase intention. Management Research Review, 34(4), 417–435. 
https://doi.org/10.1108/01409171111117861 
WIEF Foundation. (2018). Bettering the world one tech at a time. 
Yen, C. H., Chen, C. Y., Cheng, J. C., & Teng, H. Y. (2018). Brand Attachment, Tour 
Leader Attachment, and Behavioral Intentions of Tourists. Journal of Hospitality and 
Tourism Research, 42(3), 365–391. https://doi.org/10.1177/1096348015584438 
Yousaf, S., & Malik, M. S. (2013). Evaluating the influences of religiosity and product 
involvement level on the consumers. Journal of Islamic Marketing, 4(2), 163–186. 
https://doi.org/10.1108/17590831311329296 
 
